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Abstract
The world is trying to keep up with the COVID-19 pandemic's new normal conditions. The
ongoing pandemic has adversely affected global tourism sectors and their activities like all sectors.
Institutions and organizations in various countries, especially UNWTO, are taking initiatives to
ensure the recovery of the tourism sector, which has been seriously affected by the COVID-19
pandemic. Therefore, the case study design, one of the qualitative analysis methods, was used to
examine the views on social media activity (motivation) that occurred for the resumption of
tourism. In the study, the effects of the pandemic on tourism were determined and a case study
was conducted for Twitter. Sticking to the specified components (except for the suggestions), the
data obtained by the hashtag research (hashtag: #RestartTourism- #Rebuildingtourism) on Twitter
was compiled and subjected to content analysis through the themes created by the researchers. In
order to apply the content analysis, firstly, the data were analyzed one by one, and themes were
created. Nine themes were identified: links, countries, labels, special days, policy/project and
strategies, sustainability, COVID-19, tourism types, and mobility. The files and themes complied
from the data are defined in the MAXQDA'18 software program. The data were analyzed by means
of coding; word cloud was created from the visual tools tab, code frequencies from the analysis
tab. The analysis has shown that the tags (hashtag) are prevalent in social media. It has been
observed that COVID-19-related content (tweets) is frequent, and this is usually associated with
the #RestartTourism hashtag. As to the countries, noteworthily, African continent's countries are
the most popular. The United Nations World Tourism Organization has been determined as the
most frequent to use the hashtag #RestartTourism and #Rebuildingtourism. It has been determined
that travel agencies use the hashtag #RestartTourism- #Rebuildingtourism in their promotional
activities on Twitter.
Keywords: COVID-19, rebuildingtourism, restarttourism, UNWTO
Recommended Citation: Tuna, M., Demirel İli, N., & Çelen, O. (2022). Examining social media
views on post-pandemic tourism rebuilding: The case of Twitter. In L. Altinay, O. M. Karatepe,
& M. Tuna (Eds.), Advances in managing tourism across continents (Vol. 2, pp. 1–10). USF M3
Publishing. https://www.doi.org/10.5038/9781955833080
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Introduction
In addition to SARS, Ebola, and H1N1 outbreaks globally, the coronavirus (COVID-19) caused
global health and financial crisis. COVID-19 crisis is considered to be the world's deadliest
epidemic that has come with the economic downturn (Fotiadis, Polyzos & Huan, 2021). The
tourism sector is one of the sectors most affected by the COVID-19 crisis in terms of travel,
accommodation and various activities globally. In the current crisis, it is thought that the negative
effects on the tourism sector will cause permanent problems in tourism revenues and employment.
Until the COVID-19 pandemic, tourism was said to be affected by overcrowding and resources
negatively, while tourism movements have largely lost momentum during the pandemic period
(Pasquinelli & Trunfio, 2021).
In order to reduce the negative effects of the pandemic, changes in tourism policies around the
world are being developed to restructure tourism. For this purpose, many short-term strategies
have been implemented, especially vaccination and safe tourism activities (Yeh, 2021). The
expectations of potential tourists who profit from tourism such as destination management
organizations, enterprises, institutions, agencies, tourist guides, souvenir shops, entertainment
venues and cannot participate in tourism activities during the pandemic. Many of these
expectations are expressed through social media, which is the most important means of
communication today and can also support digital activism movements by reaching many users
(Kurniawan, Wahyuni & Sutan, 2021).
Social media platforms have changed the way people express their opinions and points of view. It
offers its users and readers the opportunity to express their opinions with the help of various fields
such as textual publications, online discussion sites, product evaluation websites. People rely
heavily on user-generated content (Sontayasara et al, 2021). Twitter, one of the social media
platforms discussed in the current research, is a platform where individuals and institutions can
share their views on various issues and interact quickly with no limitations. Twitter is the most
popular microblogging platform where individuals, companies, institutions, and governments
communicate and reach target audiences. Twitter is a considerably effective platform to initiate
various communication processes for tourism strategies, projects, and announcements and take
sector-related decisions (Ćurlin, Jaković & Miloloža, 2019). In the tourism sector, Twitter is
considered to be a very effective platform in terms of launching various communication processes
for the purpose of implementing strategies, projects, announcements and being effective in tourist
decision-making processes (Lu & Zheng, 2021).
These days, when the adverse effects of the COVID-19 pandemic continue, various initiatives are
made on Twitter in order to restructure tourism. For example, individuals and institutions are
communicating with the hashtags #RestartTourism and #Rebuildingtourism to give impetus to
tourism during the pandemic period and beyond and also sharing views on the future of tourism
through the relevant tags. They also share their views on the future of tourism thanks to related
tags. The current study aims to define the direction of communication activities shared with the
tags #RestartTourism and #Rebuildingtourism and to reveal the outline of the shared content by
determined themes. The current study seeks the answers to the following questions: 1) What
contents are covered by the communication activities for the resumption of tourism after the
pandemic? 2) What comments are made about institutions, governments, destinations, and tourism
types in this period? 3) What subjects have been covered in the COVID-19-related projects, events,
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policies, and strategies in the tourism sector? 4) What are other hashtags associated with
#RestartTourism and #Rebuildingtourism? The results obtained from these questions will support
the determination of activities or strategies that are effective in the resumption of tourism by using
social media, which is one of the most effective communication tools during the pandemic period.
It is thought that this research will contribute to the literature by providing suggestions on defining
the direction of tourism policies and strategies.
Conceptual Framework
COVID-19 is described as an infectious and deadly disease that appeared in late 2019 and had not
been detected in humans until then. The disease, which was first detected in Wuhan, China, in
December 2019, has turned into a pandemic that has affected the whole world today (Kılıç, Aslan
& Göve, 2020). Countries have tried to combat the coronavirus pandemic with different methods.
The gradual spread of the disease indicates that countries are caught unprepared for the pandemic.
In particular, the fact that the health infrastructure and systems in most countries are insufficient,
and yet the number of health workers is not enough, and medical equipment and materials are not
provided in a healthy way has also been instrumental in increasing the chaos (Demir, Günaydın &
Şen-Demir, 2020). In addition, the pandemic has caused large-scale disruptions to all types of
business activities and negative global fluctuations that can never be foreseen in all economic
sectors (Deb & Nafi, 2020).
Tourism, which is an effective means of growth in many countries and regions, can be directly
affected by terrorism, natural disasters and infectious diseases due to the direction of social
interaction. The coronavirus pandemic has caused more than 67 million people to lose their lives
due to respiratory diseases that have infected more than 1.5 million people worldwide and affected
more than 1.5 million people (Pham et al. 2021). The United Nations World Tourism Organization
(UNWTO) January 31, 2020 on the official website of coronavirus in the report published about
the history of the whole world in a very short time and occurring in China are examined closely
and developments that constitute a threat to the World Health Organization (WHO) stated that it
was in close contact with. In the report, it was emphasized that the welfare of tourists and
employees in the tourism sector is a priority in the issue expressed as the responsibility of tourism,
and that the sensitivity and cooperation needed by the tourism sector is very important in reducing
the effects of the pandemic (Acar, 2020).
Governments have taken various measures to reduce the spread of diseases and deaths by imposing
strong restrictions on travel, social gathering and social distancing regulations. Social distancing
measures have restricted both the demand and supply, causing national and international tourism
movements to stop (Pham et al. 2021). At the beginning of the emerging COVID-19 crisis in
China, the impact of the pandemic on the tourism sector was largely underestimated. Although the
idea that the crisis will directly affect the tourism sector in the early stages of the pandemic was
considered by everyone, it could be said that it was late to take the necessary concrete steps (Skare,
Soriano & Porada-Rochon, 2021).
According to the report of the World Travel and Tourism Council (WTTC), it is estimated that 75
million people will lose their jobs as a result of COVID-19. In the study, it is stated that there was
a loss of $ 2.1 trillion in the tourism sector in 2020. WTTC also noted that as a reflection of the
negative effects of the coronavirus pandemic, there were 1 million accommodation losses per day
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in the tourism sector (Skare, Soriano & Porada-Rochon, 2021). It was launched to give an idea of
what needs to be done for the normalization period of the tourism sector, which was severely
damaged during the pandemic with the concept of RestartTourism launched by UNWTO. In order
for people to be able to present their opinions about the issues that will occur in tourism movements
in the coming periods and for tourism to start again, the current on social media has expanded.
Methodology
Websites and social media as communication channels can provide valuable data for content
analysis. Web sites and social media accounts have been frequently used in qualitative research in
recent years, as they contain large-scale individual, interpersonal, organizational data appealing to
large audience masses, as well as easily accessible (Herring, 2010). Therefore, the case study
design, one of the qualitative analysis methods, was used to examine the views on social media
activity (motivation) that occurred for the resumption of tourism. Qualitative research focuses on
how individuals construct reality as they interact with their social world. In addition, it tries to
understand the meaning of the phenomenon through those who experience it (Merriam, 2015). The
phenomena that are the subject of the research are pandemics and tourism. Case studies, which try
to reveal the relationship between these two phenomena through social media, are studies that
determine the situation or situations that answer the questions of how and why about the
phenomenon of interest. The case study has five components. These components are: 1) Creating
the research questions 2) Assessing the suggestions, if any 3) Defining the units of analysis 4)
Logically linking the suggestions with the data 5) Creating criteria for interpreting the findings
(Yin, 2003). Sticking to the specified components (except for the suggestions), the data obtained
by the hashtag research (hashtag: #RestartTourism- #Rebuildingtourism) on Twitter was compiled
and subjected to content analysis through the themes created by the researchers. Content analysis
is versatile to be applied to texts, images, and audio data (Stemler, 2015). In general, content
analysis is a social science method of examining the content systematically, objectively, and
quantitatively (Herring, 2010). In order to apply the content analysis, firstly, the data were
analyzed one by one, and themes were created. Nine themes were identified: connections,
countries, labels, special days, policy/project and strategies, sustainability, COVID-19, tourism
types, and mobility. The files and themes complied from the data are defined in the MAXQDA'18
software program. The data were analyzed by means of coding; word cloud was created from the
visual tools tab, code frequencies from the analysis tab of the software program.
Findings
The qualitative data examined by considering the Tweets associated with #RestartTourism#Rebuildingtourism on Twitter were defined in the MAXQDA program. Frequencies for themes
ranked in order to reveal the outline of the study. A word cloud is included that presents all the
data by visualizing it. Then, explanations for individual themes were made and special days and
events, countries, hashtags and links were tabularized.
The data were encoded by means of themes and the frequencies for the themes were obtained. The
most frequently mentioned theme is the hashtags. (337). Naturally, hashtags are often used to tag
the topic mentioned in a tweet, create a current, or cite it as a word instead of making sentences
about related topics. For this reason, its frequency has been determined to be quite high. All efforts
made in the deal with the Covid-19 pandemic have been evaluated within the scope of
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Policies/Strategies/Projects (61). The rebuilding of tourism and travel many countries and NGOs
agreements and do projects for the resumption of activity by taking part in tourism activities are
performed in a healthy and safe way to make it happen. Tweets written for the Countries/Cities
(31) theme were also mentioned as hashtags, so their frequency is high. In the Tweets there is not
a lot of data on the types of tourism associated with #RestartTourism- #Rebuildingtourism.
#Restarttourism
associated
with
#creativetourism
#localtourism,
#agri-tourism
#gastronomytourism. There are no types of tourism mentioned with the hashtag
#rebuildingtourism. In addition, comments and examples of tweets related to other themes are
detailed below.
Table 1. Themes and Frequencies
Code System
Covid-19 and Tourism
Tourism Types
Policies/Strategies/Projects
Sustainability
Call for Tourism Mobility
Special Days/Events
Countries/ Cities
Hashtags
Links
Total

Frequencies
35
5
61
28
16
27
51
337
41
Σ 601

Covid-19 and Tourism
The vaccine-related procedures experienced during the trip are mentioned and possible precautions
and actions to reduce the effects of the pandemic are discussed. In addition, it is emphasized that
equal vaccination is important and it is mentioned that recovery after the pandemic may be possible
with government support and investments.
Uneven vaccination rates between developed countries and last developed countries are a challenge to
#RestartTourism.
…a negative PCR certificate is still a requirement for travellers as one will board the airplane with
other passengers. #SafeTourism #RestartTourism #VisitZimbabwe #ZimBhoOldu @emirates
Together we mitigate the impacts of the pandemic and laid the foundations to #RestartTourism.

Sustainability
The concept of sustainability has been related to with climate change and Covid-19. It is stated
that safe tourism activities to be carried out after Covid-19 should be innovative and sustainable.
The rebuilding of tourism will be possible with a tourism environment where there are innovative
investments and a fair workforce, where there are no layoffs.
At the start of a crucial week for global governance, we ensure tourism’s relevance is part #COP26 (26th
UN Climate Change Conference of the Parties) For a sustainable and inclusive recovery. #G20
#RestartTourism
A region that plays a central role in global tourism, leaders in this meeting come together to exchange the
solutions that #RestartTourism in a safe and sustainable way.
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At World Travel Market #UNWTO gathers leaders from the public and private sector.
On the agenda: Green investment, Tourism tech, Environmental protection.

Policies/Strategies/Projects
Policies, strategies and projects are especially associated with the World Tourism Organization.
There are tweets written about the expectation of economic growth and the development of policies
and strategies for African tourism. It is emphasized that there should be strategies to turn the crises
caused by the pandemic into opportunities with the start of tourism.
At #FITUR2022 we welcome UNWTO Affiliate Members and their determination to #RestartTourism
adapting our sector to new trends and demands.
Let's hope there's further initiatives in the months ahead to prevent significant job losses
#RebuildingTourism
This guidebook on #BrandAfrica guides you on strategies that African countries can adopt to strengthen
their destination brands and #RestartTourism.

Call for Tourism Mobility
It has been found that the Tweets within the Call for tourism mobility theme are mostly written by
travel agencies. In particular, complaints are made about the poor progress of tourism, attention is
drawn to destinations and information about destinations is provided as a kind of marketing
strategy.
Tourism is in Tears. All monuments reopen but Taj Mahal still closed. It gives a wrong message to world &
raise questions Please help Tourism Industry, to reopen Taj Mahal soon in #RebuildingIndia by
#RebuildingTourism to #RebuildingLives .
It’s the month of love, and we love nothing more than making sure you get to see the world, discover new
places and make lasting memories! #love #newmonth #hellofebruary #LuxuryTravel #restarttourism
#Travel #travelsouthafrica #travelagency
We have the best deals on trips there! Let us help you plan the perfect trip for your clients. #restarttourism
#adventure

50 frequently repeated word groups out of 4451 word group have been included in the word cloud
(Figure 1). According to the scope of the research, the word “tourism” stands out the most and this
word is repeated 147 times.
Figure 1. Word Cloud for Tweets
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"UNWTO (95)" is the second most frequently repeated word and then follows the first two words
as “restarttourism (69)” and “rebuildingtourism (58)”, which form the essence of the topic.
Initiated by the United Nations World Tourism Organization, the international impact of social
media in the current field this many destinations and tourism resumption of efforts for the
construction of the necessity of improvement comes to the agenda. In the process called the new
normal after the pandemic, the need for investments especially arises.
Table 2. The Frequency of Words for Tweets
Words
tourism
unwto
restarttourism
rebuildingtourism
world
https
organization
travel
recovery
Africa
new
international
news
investdurban
turnup
unwtoga
covid
invest4tourism

Frequencies
147
95
69
58
53
43
38
34
23
21
13
12
12
11
11
11
10
10

Table 3. Countries and Cities Mentioned With #Restarttourism and #Rebuildingtourism
Hashtags
Countries
Cyprus (2)
Zimbabwe (2)
Lübnan (2)
Seychelles
Jordan
Kazakhstan
España
Ireland

Cities
Marrakech
Dubai
Sorrento
Madrid
Porto
Punta Cana (Dominican Republic)

Countries
Mauritania (2)
Indonesia
Tbilisi
Angola
Italy
Nepal (3)
Caribbean
Kenya

Cities
Madrid
London
Barcelona
Abidjan (Côte d'Ivoire)
Kathmandu
Saint Kitts
Capetown
Nicosia

According to the qualitative data obtained from Twitter continents, countries and cities were
examined and the African continent is often repeated (21 times). It is observed that tweets about
African countries and cities are in intensity. Tweet texts contains Nepal, Cyprus, Spain and their
cities. The frequency of use of other countries and cities in tweets is rare. Examples of tweets about
countries and cities like;
Africa will always be my best destination ever.
Cyprus joins the #RestartTourism through fiscal policies and marketing strategies to attract more visitors.
Mauritania has maintained excellent relation with @unwto since they joined in 1976. Find more about
Mauritania's measures to #RestartTourism
We are thrilled to be able to share the island's history, culture, phenomenal natural beauty and unique
attractions to thousands of guests and visitors from around the world. #CaribbeanComeback
#RebuildingTourism #StKitts
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Table 4. Special Days and Events Mentioned with #Restarttourism and #Rebuildingtourism
Hashtags
Events
Global Youth Tourism Summit
Future of Tourism World Summit
Future of Tourism World Forum
World Travel Market
International Film Festival Africa
Nepal Festivals
'Covid-19 : Impacts On Tourism & Hotel Industry And
Skills Required For Professionals'
National Webinar
Tourism Investment Symposium
Africa Travel & Tourism Summit 2021

Special Days
Christmas
National Day, Kazakhstan
Independence Day, Angola
WorldTourismDay2021
Pour la Journée Mondiale (8 Mart Dünya Kadınlar Günü)

When the theme of special occasions and events is examined, it is noted that events are more often
included in tweets. These events include summits, symposiums, festivals, webinars, forums. The
frequency of activities aimed at Africa is noteworthy. Special days include congratulatory and
celebratory texts related to the Independence Days of the countries, New Year's, Mother's day,
Valentine's day, World Tourism Day.
Table 5. Hashtags in Tweets
Hashtags
#Restarttourism
#Rebuildingtourism
#Tourism
#Invest
#Investdurban
#Rebuildingtravel
#Unwtoga
#Itffa
#Lovecapetown
#Soapboxfilms
#Skalinternational
#Covid
#Travel
#Visituganda
#Localtourism

Frequency
55
54
22
10
9
7
7
6
5
5
5
5
4
4
4

Hashtags
#Unlimitedholidays
#Nepal
#Visitzimbabwe
#Zimbhooldu
#Temebeanyumbani
#Caribbeancomeback
#Stkitts
#Rebuildingindia
#Rebuildinglives
#Sustainabletourism
#Safetourism
#Lebanon
#Landscapes
#Institutions
#Sdg

Frequency
4
4
3
3
3
3
3
3
3
2
2
2
2
2
2

#Restarttourism (55) #Rebuildingtourism (54) #Tourism (22) #Invest (10) #Investdurban (9)
#Rebuildingtravel (7) #Unwtoga (7) is mostly frequenced. However, tagging is also relevant for
Africa. In this case, investments in Africa are mentioned, which matches up with the former data.
With the resumption of travel, a tourism mobility for destinations in Africa is expected.
In the research, links associated with the hashtags “restarttourism” “rebuildingtourism” were
included, especially in order to shed light on future research. It has been found that links are often
added by the World Tourism Organization. When the contents of the links were examined, it was
seen that events and news were often shared. Also the link to the Tourism Innovation Summit page
shared from the official account of Skål International attracts attention.
Conclusions
New trends can occur all over the world as a result of events that directly affect tourism, such as
the pandemic, war, economic crisis. At the beginning of these trends, solution proposals such as
creating policies, developing strategies, and searching for new markets and destinations appear.
Destination management organizations, on the other hand, develop different destination
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management strategies or marketing activities and use social media effectively today. Twitter, the
social media platform discussed in this study, affects the masses in many areas and can reveal the
power of social media.
Table 6. Tweets in Links
Source
CreativeTourism
Zimbabwetourism.net
Marios Karatzias
Azer
Medusa Project
Easy Diplomacy
GRN connect
DiscoverUG
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
World Tourism Organization
Skål International
Skål International
Skål International
Jason Dawson
Turnup Travel
DiscoverUG
Kendirita Tours and Travel
Limited
Royal Roads
Global Gov Forum
Bra Willy Seyama
Africa Travel Week
Tourism Investment Africa
Freightlinksnepal (instagram)

Links
http://bit.ly/3ILm0Zq
https://zimbabwetourism.net/tourism-sets-sites-on-recovery-as-mandatory-quarantine-lifted-curfew-timesadjusted/
http://bit.ly/3ILm0Zq
https://youtu.be/cuZUHtKnBYc
https://enicbcmed.eu/medusa-sub-grants-competition-putting-lebanon-back-map-despite-all-crises
https://bit.ly/3q79qNA
https://j.mp/3I3tBTC
https://eturbonews.com/3015975/seychelles-tourism-launches-new-service-excellence-program/
https://youtube.com/watch?app=desktop&v=bPsrKSfW8C8&feature=youtu.be
https://tourism4sdgs.org/sdg-16-peace-justice-institutions/
https://unwto.org/news/global-tourism-sees-upturn-in-q3-but-recovery-remains-fragile
https://unwto.org/covid-19-measures-to-support-travel-tourism
https://unwto.org/centre-stage-project-womens-empowerment-during-the-covid19-recovery
https://bit.ly/3qzvaSR
https://bit.ly/30odZsT
https://bit.ly/3cf6C9s
https://e-unwto.org/doi/epdf/10.18111/9789284422357
https://unwto.org/news/24th-general-assembly-to-put-innovation-and-education-at-heart-of-tourism-s-restart
https://unwto.org/event/reconnect-rebuild-innovate
https://unwto.org/news/from-g20-to-cop26-unwto-guides-tourism-through-critical-week
https://live.sabentis.com/home
https://thefutureoftourism.org/en/
https://unwto.org/news/unwto-wttc-wtm-ministers-summit-commits-to-investing-in-tourism-s-sustainablefuture
https://unwto.org/covid-19-measures-to-support-travel-tourism
https://e-unwto.org/doi/book/10.18111/9789284423071
https://unwto.org/event/the-meetings-of-the-unwto-commissions-for-asia-the-pacific-be-held-virtuallyseptember-2021
http://campaign.r20.constantcontact.com/render?ca=e06177c1-4b8d-4886-9da0423f29c3a519&preview=true&m=1116532064274&id=preview
https://tisglobalsummit.com
https://tisglobalsummit.com/agenda-2021-speakers/daniela-otero/
https://bit.ly/2T3p8by
https://youtube.com/channel/UC2uKvoTBgiD9L4p4ovlhCtg
https://eturbonews.com/575459/african-wildlife-foundation-donates-food-relief/
https://lnkd.in/dzNNHmv
https://bit.ly/34z9MAm
https://bit.ly/34TtwQw
https://zoom.us/webinar/register/WN_wxtbRRoER6mdJ2eWl-o7Xg
https://atwconnect.com/rebuilding-tourism-and-hospitality-sustainably-steps-to-futureproof-our-propertiescommunities-and-environments/
https://tia360.africa/business-turnaround-and-recovery-programme-2021/
https://instagram.com/p/CA5WnuRpqg9/?igshid=wk98jfya93du

In tourism, the hashtags Restarttourism and Rebuildingtourism, launched during the pandemic
period, have been effectively used by many organizations, agencies, public institutions and
individuals, and a trend has formed regarding the resumption of tourism. The most important
aspect of this trend has been the development of policies, planning and strategies in tourism.
According to the examined hashtags, it has been revealed that the policies, planning and strategies
in tourism are aimed at African tourism. Especially the titles and contents that draw attention to
the investments stand out. These noteworthy elements provide clues to the development of African
tourism. According to the expectations of travel agencies and destination management
organizations, tourism is planned to develop the region. In addition, tourism will be able to be a
tool for poverty reduction (Gohori and Merwe, 2020). Countries have attractiveness, can be
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attracted through appropriate infrastructure, product development and marketing like African
countires (Cleverdon, 2010). According to the research results, it can be said that African tourism
is developing. It is necessary to continue efforts aimed at this and to continue the work of
destination management organizations on natural and undamaged destinations. Investments should
be made in infrastructure, tourist attractions and a variety of tourist products. Attention should be
paid to the content that the world follows and reflects the real thoughts that are the agenda on social
media. Nowadays, the power of social media brings many innovations and changes and can guide
the course of events. In this aspect, it falls under the scope of digital activism. The shares of
corporate social media accounts should appeal to all stakeholders of tourism and contain their
strategic content.
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